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2015 Age Pyramid

Boomers 51-69 (74M)

104
10.1

Millennials 19-37 (83M)

Men | Women
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Boomers grew up during a time of social and cultural change
and are considered the wealthiest generation. (JFK, Robert
Kennedy, Malcolm X, Martin Luther King. Jr, the civil rights
movement, Vietnam War, Neil Armstrong first walking on the
moon.)

At more than 100 million strong, baby boomers are the single
largest consumer group in America, considered the best
educated and most sophisticated of purchasers.
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The Generation of “Keeping Up with the Jones’s,” Generation Jones
1s the core group of 39-50 year olds that make up the largest segment
of what was previously called the baby boomer generation. Named for
the slang term "to jones," or to yearn, they were raised on TV and
turmoil. Unlike the older boomer crowd, which is not technologically
savvy and 1s heading for or already in retirement, Generation Jones 1s
active, working, uses the Internet for nearly everything and expects
cutting-edge technology and design in their homes. They now have
more economic buying power than any other segmentation. They
were raised competitively hence the term “Keeping up with the
Jones.” Their experiences growing up have contributed greatly to their
desire for innovation.
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Generation X 1s the generation generally defined as those born
after the baby boom ended, and hence sometimes referred to as
the Baby Busters. Make up 17% of the US Population. They are
skeptical and have lived through the 90’s recession, the dot com
boom and the current recession. They are untrusting and do not
have brand loyalty. They place a high value on education and
knowledge. They have or are starting families and buying
homes.

a.k.a the me generation, baby-busters, slackers,
twentysomethings, generation without a conscience, the lost
generation, latchkey kids, lazy underachievers, apathetic

“boomerangers”, “numb and dumb” (some of which were the
boomers attempt to negatively slant the generation threatening to

steal their spotlight)
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Generation Y, also known as “Millenials” or “Generation
Next” 1s the 80 million people born between 1981-2000.
Generally, they are tech-savvy and process information
quickly. Changing jobs frequently and not being so-called

loyal to their workplace 1s a trademark of this era, and they
identify closely with brands. They do value integrity and
responsibility.
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Appeal to their values- cultural and personal growth
Make 1t Immediate
Make 1t Fun- Comfortable, Cool, Casual

Make 1t Familiar- Yet New

Make 1t Meaningful w/out Preaching

Connect emotionally -employ images that promote a
strong emotional response

Connect to a cause (78% like to buy brands that make a donation
worthy cause)

Be consistent. Boomers remember advertising slogans from their
youth, largely because marketers believed repetition was key. And 1t
worked!
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Boomers comprise a third of all TV viewers, online users, social-media users and Twitter
users

Boomers time shift TV shows (record and view at a later time) more than 20-somethings,
by almost an hour a week

Eight of the top 10 Boomer websites, including Facebook and YouTube, are the same as
20-something sites

If they don’t visit you by the time they are 45, they never will

In a recent study by the National Endowment for the Arts, "Public Participation in the
Arts," opera patrons were profiled in two ways: Those who attended a performance
within the past year, and those who participated through media, also known as
sampling. Boomers represented the largest group of samplers, at 43 percent, most of

whom sampled through the Metropolitan Opera HD broadcasts and digital downloads.

In other words, Boomers are using technology to introduce themselves to different art
forms

Use the full arsenal of communication tools. Boomers are the most likely group to be
reached by all of your marketing efforts, both traditional and digital.
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US Facebook Users by Age
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Posting Jobs on Facebook

Branding and Rebranding

Internet Vizal Campaigns (Pepsi, C/W, g’zammys )
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